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ABSTRACT

The purpose of this independent study was to examine the customer satisfaction with the 

Voice of Peace mass media service in Chiang Mai province. “Voice of Peace” was established in 

1965 under the supervision of the Evangelical Fellowship Foundation of Thailand.  It is a center 

for production and use of radio, television, printed media, and electronic media. The Voice of 

Peace mass media has employed digital technology in its recording studios and television 

programme production studio in order to improve its operating system and services to meet 

quality and professional standards. The data was collected from 260 customers who used the 

services of Voice of Peace mass media in Chiang Mai province. Questionnaires were used as the 

tool for collecting data. The data analysis has employed descriptive statistics in order to present 

findings in tables of frequency distribution, percentage, and mean.

The study showed that most of the questionnaire respondents were males, aged between 

21 – 30 years old, who had  achieved a bachelor’s degree level of education. Most of them were 

employees of non-profit organizations. Types of products that the respondents mostly purchased 

were CDs, videos, DVDs, songs and edification. Types of services that the respondents mostly 

used were copying services of tapes, CDs, and DVDs. The provision of conference/seminar room 

services and sound recording services were the second-highest types of service that the 

respondents used. The regularity of using the service was once in 4 - 6 months. The average 

amount of expense for each product purchased was below 500 Baht. The reason for using the 

service of Voice of Peace mass media in Chiang Mai province was the quality. The purpose of 



using the service of Voice of Peace mass media was to produce beneficial documentary media. 

The respondents also found out about Voice of Peace mass media from friends and people they 

knew.

The comparison of satisfaction amongst respondents who used the service of Voice of 

Peace mass media in Chiang Mai province found that the respondents’ satisfactions in marketing 

mix factors were high in every factor. The factors that received the highest score were product 

factor, physical evidence factor, distribution factor, people factor, process factor, price factor, and 

promotion factor respectively. 

The sub-factors of each aspect showed that the highest average levels of the respondents’ 

satisfaction were as follows. For the production factor, there was good quality media, for the 

price factor - the observable display of the service rate, for the distribution factor - the 

convenience of the location, for the promotion factor - the efficiency of documents, brochure, and 

other information provided, for the people factor - the courtesy and friendliness of the staff, for 

the process factor - the clear and systematic procedure, and for the physical evidence factor - the 

cleanliness/the atmosphere and location that facilitated the service user.


